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ABSTRACT 


Small businesses (SBEs) have gotten a lot of attention from researchers, 
academics, and practitioners during the last three decades. This interest stems 
from the assumption that innovation, particularly in information technology, is 
dependent on the potential of small businesses. Business and marketing strategies 
have evolved as a result of the recent revolution in computer science, the internet, 
IT, media, and communications. In this context, the study aims to explore e- 
marketing techniques and issues affecting SMEs in Pakistan. The report also 
evaluates the impact of e-marketing adoption on SMEs in Pakistan. The current 
study uses a quantitative strategy to collect data and answer research questions. A 
questionnaire with a well-established scale was created to collect quantitative data 
on many constructs. 264 valid questionnaires were utilized to test the current 
research's hypotheses. The study's findings show that all nine criteria have a 
substantial impact on SMEs' adoption of e-marketing in Pakistan. Perceived 
utility, perceived simplicity, compatibility, complexity, and relative advantage 
were found to impact e-marketing adoption in Pakistani SMEs. Furthermore, 
SMEs' embrace of e-marketing improves their marketing performance. The study 


concludes by discussing the researcher's findings and conclusions. 


INTRODUCTION 


Small Business Enterprises (SBEs) have gotten a lot of attention from scientists, academics, and 


specialists during the last three decades because they are the financial engine fuelling overall economic 


development (Iddris, 2015; Njau, 2014). Much of this interest stems from the belief that advancement, 


particularly in IT, is heavily reliant on the abilities of enterprising small businesses (Ntwoku, 2017). 


Regardless, the continual transition in software engineering, the Internet, IT, media, and correspondences 


has altered the concept of business and advertising practice (Rachidi, 2016). A growing number of 
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organizations and ventures use the Internet and other electronic devices to communicate with suppliers, 
business clients, and end-users of their products and administrations (Yaseen, 2019). New forms of 
advertising have demonstrated an open door for small firms to expand excitingly and dynamically 
(Goodarz et, 2012). 

This study suggests that the adoption of Electronic Marketing (E-Marketing) by SMEs can alter the 
structure and nature of their businesses all over the world (Parminder, 2015). The rapid development of 
the Internet, the World Wide Web (WWW), IT, and correspondence advancements have created powerful 
new electronic channels for advertising, and most firms today believe that having an online presence is 
essential (Ahmed, 2016; Mutlu, 2016). In any event, there are concerns associated with the aspects of this 
new intuitive media close by these open doors. These issues are exacerbated by the fact that previous 
research has focused on the use of E-Marketing devices (e.g., the Internet) by large organizations with the 
resources to receive innovation tailored to their specific needs, as opposed to small business enterprises 
(SBEs) with limited spending plans and assets (Shaltoni, 2016). As a result, by focusing on the effect of 
E-Marketing reception on promoting execution in the private venture efforts section, this investigation 
hopes to contribute to the overall body of knowledge in the disciplines of E-Marketing and SMEs 
(Yousaf, 2018; Eze, 2017). 

Given the importance of SMEs to the region's economic development, learning how to use the internet 
effectively is a critical issue (Gyamfi, 2016). SMEs are currently on the back foot in practically every 
sphere of business due to inadequate resources in terms of capital, human resources, and expertise 
(Kurian, 2019). Among these advances, one of the most important is the advancement of E-Marketing 
implementation (Manley, 2015). According to a SMEDA (2013) assessment, the use of the internet for 
marketing purposes among SMEs is extremely low. The fundamental motivation for this study is a lack 
of information about the use of E-Marketing by SMEs in Pakistan, particularly in the KPK region 
(Odimmega, 2016). In this context, this study would investigate the process of E-Marketing adoption by 
SMEs in Pakistan's KPK region. The study may also look into numerous factors that influence the 
adoption of E-Marketing in the region's SMEs (Rumanyika, 2014). The overall goal of this research is to 
determine how the evolution of E-Marketing has altered SBE advertising practices and affected their 
showcase implementation. This examination will construct an applied system after a writing audit to 
establish the essential issues in the field as well as the exploration holes. The investigation will next be 
given a quantitative approach to dealing with gathering quantitative information to address various levels 
of the investigation and to answer the "why" and "what" questions of this research. 

Overview of E-Marketing: 

E-Marketing is a cutting-edge business practice that involves purchasing and selling products, services, 
data, and ideas via the Internet and other electronic means (Sheikh, 2016). The connotations of E- 
Marketing vary depending on the scientist's perspective, basis, and specialty (Eze, 2017). While Paulus 


(2014) defines it as "Achieving advertising aims using electronic mail technology". While Babalola 
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(2015), defines it as "any use of innovation to achieve marketing goals". "The technique went for 
stimulating and guiding business correspondence and exchanges across systems," Chong (2018). 
"Achieving marketing goals with innovative innovations," says Eid (2013). Kazungu (2015) defines e- 
marketing as "the use of electronic information and applications to plan and execute the creation, 
distribution, and valuation of ideas, products, and ventures to achieve individual and hierarchical goals." 
E-Marketing is an Innovation Adoption 

Making anything new is called innovation. This new thing can be a product, technique, or service, and its 
objective is to improve (Fan, 2016). As stated previously, innovation can be a product, service, or 
process. Chube (2015) describes innovation as follows: “There are three stages of innovation: process 
innovation, discrete innovation (products, programs, or services), and organizational innovation.” 
Increasing rivalry among businesses on a national and international level has made innovation (creating 
new products, services, and ideas) even more critical. It's not just about the innovation; it's about whether 
people will take it or not. Adopting an invention is “deciding to fully utilize it as the best course of action 
available” (Diing, 2016). This acceptance and uptake of the innovation means dissemination. Some 
researchers have devised many models for an innovation's diffusion (El-Gohary, 2016). 

SMEs Specific Factors Affecting E-Marketing Adoption 

Size of SMEs 

Organizational size is one of the factors used to explain innovation behavior (Jamil, 2020). Several 
studies in the field have concluded that association estimate is a poor predictor of innovation adoption 
(Shaltoni, 2018). Various studies have also shown that the effort measure influences the adoption of new 
ideas (Kazungu, 2015). These examinations include Kenneth (2012), Maduku (2016), and Mohammed 
(2013). However, it is not accepted that the factors that increase big business reception are the same 
factors that reduce SMEs' selection levels of innovations (Mulatu, 2017). This study asserts that more 
research is required on the impact of the venture measure on E-Marketing (Njau, 2014). In this regard, 
the study expects that bigger SMEs will be more likely to use E-Marketing than smaller SMEs 
(Taiminen, 2015). 

Skills of SMEs’ Owner/Manager 

The SME owner coordinates a lot of experts within SMEs (Odimmega, 2016). Similarly, it is more likely 
that the proprietor will make the majority of SBE choices based on his knowledge and abilities (Jamil, 
2020). So, if the business visionary lacks: innovative learning, legitimate information, financial 
knowledge, reasonable market knowledge, accessible opportunities for facilitating instruction and 
preparation, he/she will direct his/her business generally without an intuition in embracing any type of E- 
Marketing (Siamagka, 2015). In such instances, the owner is likely to be anti-innovation, and E- 
Marketing may be postponed or even ignored (El-Gohary, 2016). 

Mohammed (2013) also discovered that the businessperson's knowledge and skills affect E-Commerce 


reception among small and medium-sized firms in Brunei Darussalam. This is supported by Sheikh's 


133 


(2016) findings that businessperson sharpness influences E-Marketplace reception decisions of 
Taiwanese small businesses. The businessperson's abilities, inspirations, and state of mind are other 
factors impacting E-Business acceptance and growth in the smaller organization, according to Jelena 
(2010). However, the SBE owner's assistance — as the greatest administration inside the SBE — will 
improve E-Marketing reception (Ahmed, 2016). The tendency to adopt electronic business activities will 
be strongly related to the importance put on an E-Business strategy within the corporation, according to 
certain research (Mutlu, 2016). 

Support of the Government 

Government policies can influence SMEs' choice of E-Marketing. In this case, Kurian (2019) 
emphasized the importance of government affiliation in advancing electronic economies. Thus, 
government involvement may influence SMEs' ability and desire to adopt E-Marketing (Odimmega, 
2016). Because a corporation's adoption and usage of E-Marketing is dependent on how well the 
government educates, motivates, and protects the firm (Yaseen, 2019). A terrific incentive plan (charge 
exclusion, donating assets, providing appropriate training programs, etc.) can also draw in more SMEs to 
E-Marketing. Few governments had recognized the relevance of SMEs in ICT reception (Ahmed, 2016). 
Resources of SMEs 

Openness and accessibility of necessary assets may be important elements in SMEs adopting E- 
Marketing. These assets include monetary, creative, administrative, and human resources assets. 

Human Resource: HR is one of the most vital and important components in obtaining E-Marketing. 
SMEs HR refers to both the owner and the employees of the SMEs. To be successful, a small business 
needs a skilled owner and representatives, as well as an unusual level of collaboration, coordination, and 
setting up a common strategy (Abd, 2018). 

Financial Resources: The decision to embrace E-Marketing is heavily influenced by financial resources. 
These funds are required to execute E-Marketing plans, such as designing and launching a website, 
organizing and managing a mobile marketing campaign, training SME representatives, providing 
equipment and software, and maintaining the framework (Wilson, 2018). 

Technical Resources: The availability of innovation foundations and other specialized assets within 
SMEs drives the use of E-Marketing. Most analysts and experts agree that having a suitable IT 
infrastructure is critical to any E-Marketing success (Hussein, 2017). Although the innovation 
foundation's equipment isn't the key factor influencing the SME's E-Marketing reception option, the firm 
owner and his staff's PC training is. While selecting the best technology (equipment and software) for 
delivering timely information to SBE clients is critical, the system will only operate if all faculties are 
prepared and energized (Wang, 2017). 

Relative Advantage of E-Marketing 

The relative advantage of development refers to how advantageous or better it is compared to previous 


developments or alternatives (Moctezuma, 2016). The relative advantage position of development is its 
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perceived superiority over the thinking it supersedes (Hussein, 2017). The scale of relative advantage 
position might be expressed as monetary productivity, social distinction, or other potential benefits 
(Teixeira et al., 2018). Rogers suggests that the relative advantage perspective of advancement is strongly 
linked to its pace of selection (Yaseen, 2019). Various studies on development dispersion have found that 
relative advantage perspective is one of the major indications of advancement rate of selection (Yousaf, 
2018). 

Compatibility of E-Marketing 

It is also compatible. “Compatibility indicates how well an invention fits into the current values, 
experiences, and demands of potential adopters” (Manley, 2015). It suggests that a product or idea that is 
more compatible will be accepted more easily by a potential adopter (Nkosana, 2016). A product, 
process, or idea will be adopted if it simply fits into one's lifestyle (Taiminen, 2015). Goodarz (2012) 
proposes that the perceived compatibility of innovation by members of a social system is connected to its 
rate of adoption. 

Complexity of E-Marketing 

To be adopted, a new product or idea must be simple to use. A product or idea that is difficult to use or 
understand will not be easily adapted. “How easy or difficult is an innovation to learn and use?” 
Gelderman, (2016). New ideas, products, and innovations fall into two categories: complex and simple 
(Eze, 2017). Some inventions are simple and easy to understand for potential consumers, whereas others 
are not. "The perceived complexity of an innovation by social system members is inversely connected to 
its rate of adoption," Kalu (2017). 

Linking E-Marketing with SMEs Marketing Performance 

The review of the writing failed to find a single report that was directed to research the link between E- 
Marketing appropriation and the marketing execution of SMEs (Odimmega, 2016; Rachidi, 2016). Thus, 
this study expands the writing survey to include E-Commerce, E-Business, and various venture sizes 
(Taiminen, 2015). One study identified a favourable relationship between E-Marketing and performance 
(Wilson, 2018), whereas other studies indicated a positive relationship between E-Business penetration 
and organization performance (Ahmed, 2016); Oztamura, 2014). On one side, this reflects another gap in 
E-Marketing, notably among SMEs. To fill this gap, researchers should evaluate the impact of E- 
Marketing acceptance and utilization on SMEs marketing execution. The studies on Moctezuma (2016) 
focus on E-Business and Internet reception, which is surprising given the study's primary focus. Also, 
even though Chong (2018) examined E-Marketing selection and its impact on marketing execution, they 
focused on American businesses (not private company ventures). They also focus on security and 
maintenance execution when examining this link, which is contrary to the study's main objective, which 
is to investigate the impact of E-Marketing reception on advertising performance in SMEs (Diing, 2016; 
Eze, 2017; Gyamfi, 2016). 


Frameworks of E-Marketing 
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The proposed conceptual framework of the study is extracted from the following figures (i.e., Figure 1- 
E-Marketing Strategy by Chaffey (2005), Figure 2- E-Marketing Roadmap by Gloor (2000), Figure 3- 
Cycle of E-Marketing by Kierzkowski Et Al. (1996), Figure 4- adoption curve by James W. Dearing 
(2009), Figure 5- Technology Acceptance Model (TAM) by Davis (1989), and Figure 6- Innovation of 
Diffusion Theory by Roger (1995). Based on the stated figures, this study conceptualized the proposed 


conceptual framework as figure 7. 


Figure 1: Conceptual Framework for E-Marketing Strategy by Chaffey (2004) 


Figure I: Conceptual Framework for E-Marketing Strategy 


Source: Chaffey (2004) 
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Figure 2: Conceptual Framework for E-Marketing Roadmap by Gloor (2000) 
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Figure 2: Conceptual Framework for E-Marketing Roadmap 


Source: Gloor (2000) 


Figure 3: Conceptual Framework for the Cycle of E-Marketing by Kierzkowski Et Al. 


(1996) 


Figure 3: Conceptual Framework for the Cycle of E-Marketing 


Source: Kierzkowski Et Al. (1996) 
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Figure 4: Conceptual Framework for an adoption curve by James W. Dearing (2009) 
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Figure 4: Conceptual Framework for an adoption curve 


Source: James W. Dearing (2009) 


Figure 5: Conceptual Framework for Technology Acceptance Model (TAM) by Davis 
(1989) 
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Figure 5: Conceptual Framework for Technology Acceptance Model (TAM) 


Source: Davis (1989) 


138 


Figure 6: Conceptual Framework for Innovation of Diffusion Theory by Roger (1995) 
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Figure 6: Conceptual Framework for Innovation of Diffusion Theory 


Source: Roger (1995) 
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RESEARCH METHODOLOGY 

This research employs a quantitative methodology, in which data is gathered by measuring version 
constructions and manipulating variables, then examined using numerical comparisons and statistical 
conclusions, as well as statistical analyses. Questionnaire distribution is used to collect data. For this 
study, 300 survey questionnaires were sent to respondents, with the researcher selecting only qualifying 
respondents to complete the questionnaire. A total of 270 questionnaires were returned, with 7 surveys 
being discarded owing to missing information. The researcher employed convenient sampling for the 
SMEs in KP, Pakistan, in this study. The study's participants were SMEs and entrepreneurs who had used 
e-marketing to boost their company's success. 

Instrumentation of the Questionnaire 

All the scales are adopted from Magnusson (2009) to measure these constructs of the research. Three 
factors from IDT have been included in the current study that is compatibility, complexity, and relative 
advantage of e-marketing. The scales used to measure these three constructs have been adopted from 
Roger (1989), while two factors from TAM have been included in this research i.e. perceived usefulness 
and perceived ease of use. The scales used to measure these two factors are adopted from Davis (1989). 
Six questions have been used to measure e-marketing adoption by SMEs (El-Gohary, 2016). Six 
marketing performance indicators are used to measure marketing performance i.e. market share, customer 


retention rate, customer loyalty, customer satisfaction, rate of new products/services, and brand equity. 


Respondents Information 
Table 1 Respondents Information 


Gender Frequency Percent Valid % Cumulative Percent 
Male 199 75.4 75.4 75.4 

Female 65 24.6 24.6 100 

Total 264 100 100 

Age Frequency Percent Valid % Cumulative Percent 
Under 30 years 51 19.3 19.3 19.3 

30 to 40 years 85 32.2 32.2 51.5 

41 to 50 years 68 25.8 25.8 77.3 

51 to 60 years 43 16.3 16.3 93.6 

More than 60 years 17 6.4 6.4 100 

Total 264 100 100 

Education Frequency Percent Valid % Cumulative Percent 
High School level 41 15.5 15.5 15.5 

College certificate 65 24.6 24.6 40.2 

University graduate 97 36.7 36.7 76.9 

Postgraduate studies 61 23.1 23.1 100 
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Total 264 100 100 


Respondents' Roles Frequency Percent Valid % Cumulative Percent 
Owner/partner 126 47.7 47.7 47.7 

Manager 138 52.3 52.3 100 

Total 264 100 100 

Work Experience Frequency Percent Valid % Cumulative Percent 
Less than 5 years 55 20.8 20.8 20.8 

5 to 10 years 59 22.3 22.3 43.2 

11 to 20 years 73 27.7 27.7 70.8 

More than 20 years 77 29.2 29.2 100 

Total 264 100 100 

Types of Participating SMEs ‘Frequency Percent Valid % Cumulative Percent 
Manufacturing SME 107 40.5 40.5 40.5 

Services SME 99 37.5 37.5 78 

Trading SME 58 22 22 100 

Total 264 100 100 

No. of Employees in SMEs Frequency Percent Valid % Cumulative Percent 
10 to 49 138 52.3 52.3 52.3 

50 to 99 56 21.2 21.2 73.5 

100 to 149 25 9.5 9.5 83 

150 to 199 19 7.2 7.2 90.2 

200 to 249 26 9.8 9.8 100 

Total 264 100 100 

No. of Years in Business Frequency Percent Valid % Cumulative Percent 
Less than 5 years 29 11 11 11 

5 to 10 years 74 28 28 39 

11 to 20 years 98 37.1 37.1 76.1 

More than 20 years 63 23.9 23.9 100 

Total 264 100 100 


Table 1 shows that 75.4 percent of the respondents were male, while only 65 (or 24.6 percent) were 
female. 

The majority of responses are between the ages of 30 and 40. According to Table 1, 32% of respondents 
are between the ages of 30 and 40, 26% are between the ages of 41 and 50, and 19% are under the age of 
30. Only 7% of those polled are beyond the age of 60. 

According to table 1, 37% of the population were university graduates, 25% were college graduates, 23% 
were postgraduates, and 15% had only a high school diploma. 

Table | shows two sorts of respondents. 126 respondents owned/managed SMEs, representing 47.7% of 


the population. While 138 responders were SMEs (52.3%). 
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Table 1 shows the research participants' experience distribution. As a result, 29.2% of the population has 
over 20 years of experience. 27.7% of respondents have 11-20 years of experience, whereas 22% have 5- 
10 years. Finally, 20.8 percent of respondents had less than 5 years of job experience. Table | has the 
details. 

The participating SMEs' background information is categorized by type (manufacturing, services, or 
trading), industry sector, staff count, and years in operation. 

Table 1 shows that 40.5 percent of the sample is made up of manufacturing SMEs, 37.5 percent of the 
sample is made up of services SMEs, and 22 percent of the sample is made up of trade SMEs. 

Table 1 shows the industry sector of the participating SMEs. As a result, 26 of the participating SMEs are 
textile-related. The second main number is 25 from the furniture. Agriculture, fishing, and mining are the 
least represented sectors (1, 3, and 5). 

SMEDA defines a small business as one that employs less than 249 people. According to Table 1, 52.3 
percent of the sample has fewer than ten employees, 56 have between 50 and 99 employees, and 25 have 
between 100 and 149 employees. There are 19 companies with 150-199 employees and 26 with 200-249 
employees. 

The majority of participating SMEs (98 out of a total sample of 371) have 11 to 20 years of market 
experience, while 74 have 5 to 10 years and 63 have more than 20 years. Finally, 29 SMEs have fewer 
than 5 years of market experience. 

Reliability Test 

The reliability test results are shown below (in brackets is the Cronbach's Alpha). All goods with 0.700 or 
higher are regarded as good and ready for usage. 


Table 2 Reliability Test (Values of Cronbach Alpha) 


No Constructs Cronbach Alpha No of items 
1 Size of SME 0.846 3 
2 Resources 0.758 3 
3 Government Influence 0.865 3 
4 Manager Skills 0.926 be) 
5 Compatibility 0.754 3 
6 Complexity 0.777 3 
7 Relative Advantage 0.878 3 
8 Perceived Usefulness 0.908 3 
9 Perceived Ease of Use 0.903 3 
10 E-marketing Implementation 0.775 6 
11 Marketing Performance 0.914 6 
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Regression Analysis 
An e-marketing implementation-dependent variable and independent variables were inserted into a 


regression equation in a single block to test these hypotheses. 


Table 3 Model Summary 
Model R R Square Adjusted R Square Std. The error of the Estimate 
1 846° 0.716 0.691 0.33069 


a. Predictors: (Constant), size of SME, government influence, resources, owner/manager skill, perceived usefulness, perceived ease of use, compatibility, 
complexity, and relative advantage 


b. Dependent Variable: e-marketing implementation 


The results demonstrate that the effect of factors on e-marketing deployment in Pakistani SMEs is 
significant. As shown in Table 3, the implementation of e-marketing in Pakistani SMEs varies by 69.1% 
due to 9 independent variables (size of SME; government influence; resources; owner/manager 
competence; perceived usefulness; perceived ease of use; compatibility; complexity; and relative 
advantage). Because of this, the researcher concludes that SMEs in Pakistan benefit from e-marketing 


because of their size and government influence. 


Table 4 ANOVA 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 12.7400 3 4.2470 8.4550 .0000° 
Residual 46.2090 92 0.5020 
Total 58.9500 95 


a. Predictors: (Constant), size of SME, government influence, resources, owner/manager skill, perceived usefulness, perceived ease of use, compatibility, 
complexity, and relative advantage 


b. Dependent Variable: e-marketing implementation 


The F ratio in table 4 can be used to test the null hypotheses. The F test is used to assess the significance 
of R in the context of overall multiple regression models. The cut-off value is 0.05, as in other social 
science statistical tests. Table 4 shows that F = 8.455 is significant at p 0.05. This shows that we can 
reject null hypotheses and that independent variables affect dependent variables. 


Table 5 Table of Regression Coefficients 


Unstandardized Standardized 


Coefficients Coefficients T- . 

Model 1 Sig. 
value 

B B 
(Constant) 3.791 5.068 0 
Size of SME 0.345 0.289 3.135 0.002 
Government 

0.177 0.107 2.226 0.028 
Influence 
Resources 0.326 0.322 3.463 0.001 
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Owner/Manager 


SLi 0.213 0.208 6.765 0 
Bereaved 0.325 0.311 3.174 0.002 
Usefulness 

Perceived Ease 4 491 0.413 3.975 0,004 
of Use 

Compatibility 0.221 0.217 2.113 0.023 
Complexity -0.211 -0.201 -3.012 0.031 
Relative 

cee 0.323 0.318 6.989 0 


a. Dependent Variable: e-marketing implementation 


With the coefficient for SME size (B=0.289, t=3.135, p0.01), the researcher in this study may readily 
reject the null hypothesis. government influence (B=0.107, t=2.226, p<0.05), resources (B=0.322, 
t=3.463, p<0.001), owner/manager skill (B=0.208, t=6.765, p<0.001), perceived usefulness (B=0.311, 
t=3.174, p< 0.001), perceived ease of use (B=0.413, t=3.975, p<0.01), compatibility (B=0.217, t=2.113, 
p< 0.05), complexity (B=-0.201, t=-3.012, p<0.05) and relative advantage (B=0.318, t=6.989, p<0.001) 
are equal to zero. The values of coefficients and its significance levels show all the independent variables 


have significant association with dependent variable. 


FINDING AND DISCUSSION 


The purpose of this study was to identify potential impediments to e-marketing adoption in Pakistani 
SMEs. This study also investigates the impact of e-marketing on the marketing performance of SMEs. In 
this regard, the questionnaire survey results supported all nine hypotheses proposed in the current study. 
It was expected that small business size, government influence, resources, owner/manager competence, 
and perceived usefulness/ease of use would all have an impact. According to the literature on e-marketing 
implementation, these factors influence e-marketing implementation in Pakistani SMEs. These variables 
were classified into three groups. The first category is for SMEs and includes criteria such as size, 
government influence, owner/manager abilities, and resources, while the second is for TAM and includes 
characteristics such as perceived ease of use and utility of e-marketing. Finally, compatibility, 
complexity, and relative advantage are all factors to consider in IDT. 

The size of SME theories are supported, which is in line with previous studies. Organization size is one 
of the factors used to explain new innovation behavior. Several studies in the field have concluded that 
association estimate is a poor predictor of new innovation adoption (Eze, 2017; Gyamfi, 2016; Iddris, 2015). 
Similarly, the SME owner coordinates a lot of expert within SMEs. Similarly, it is more likely that the 


proprietor will make the majority of SBE choices based on his knowledge and abilities (Kurian, 2019; Maduku, 
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2015). Our finding echoes prior research. Also, government policies can greatly influence SMEs' choice of 
E-Marketing (Oztamura, 2014; Yousaf, 2018). According to Diing (2016), in emerging electronic economies, 
government association is a vital engine for technological innovations diffusion. In line with this 
viewpoint, the findings of this study show that government influence is important in the adoption of e- 
marketing in Pakistani SMEs (cChube, 2015). Our findings also support the fourth hypothesis about SMEs' 
resources. Human, financial, and technical resources are crucial resources for implementing e-marketing 
in Pakistani SMEs. 

In the current study, SMEs are crucial in accepting an innovation (i.e. e-marketing). Technology adoption 
is an aspect of the diffusion of innovation. Consumers must first accept or reject new technology before it 
can spread. For example, many users will discard a spam or unknown email without opening it. Many 
would also change the TV station as advertising started. This means e-marketing is more acceptable than 
traditional marketing. Compatibility, complexity, and relative advantage were determined to be key 
factors influencing e-marketing adoption in Pakistani SMEs. 

Finally, TAM assesses personal and voluntary acceptance. TAM is in line with these e-marketing 
adoption traits. The user will compare the perceived value of e-marketing versus traditional marketing. If 
SMEs believe e-marketing is more valuable than traditional marketing, it will be quickly adopted. 
Similarly, perceived ease of use of e-marketing will influence SMEs' adoption of e-marketing in KP. In 
this sense, SMEs will accept e-marketing more readily if it is viewed as simple to use. Perceived ease of 


use and perceived utility positively influenced e-marketing adoption among Pakistani SMEs. 


CONCLUSION AND RECOMMENDATION 

Small Business Enterprises (SBEs) have attracted significant thought from scientists, academics, and 
professionals during the last three decades. This fascination stems from the belief that small businesses, 
particularly in IT, are vital to advancement. To be sure, the continual upheaval in software engineering 
and the Internet has changed the idea of the company and advertising practices. Increasingly, businesses 
and organizations use the Internet and other electronic devices to communicate with suppliers, business 
clients, and end consumers. New forms of advertising have allowed tiny firms to grow spectacularly and 
dynamically. 

The use of E-Marketing by SMEs can affect the shape and nature of their business globally, according to 
this study. The rapid development of the Internet, World Wide Web, IT, and communication has created 
powerful new electronic media for advertising, and most businesses now consider an online presence 
essential (Jamil, 2020; Mutlu, 2016; Gelderman, 2016). In any event, concerns with the elements of this new intuitive 
media surround these open doors. These challenges are worsened by the fact that previous study has 
focused on large organizations with the resources to receive new technology, rather than small businesses 


(SBEs) with limited budgets and resources. By examining the impact of E-Marketing reception on 
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promoting execution in the private venture endeavors portion, this research hopes to offer to the 
collective group of learning in the fields of E-Marketing and SMEs 

To attain these goals, the study used a quantitative approach with a questionnaire survey. A total of 264 
completed questionnaires were collected to assess the current research's hypothesis. Scales' reliability was 
tested using reliability analysis. All scales were confirmed to be reliable and ready for data analysis. 
Smaller SMEs in Pakistan are more likely to adopt e-marketing than larger SMEs in the country. Also, e- 


marketing performance was proven to have a considerable favourable impact on SMEs in Pakistan. 
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